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THREE  SPRING  BUSINESS  SEMINARS 


DATES 

Each  seminar  runs  for  6 consecutive  Saturday  sessions, 

March  23,  30,  April  6,  13,  20,  27,  1974,  from  9.00  am  to  5.00  pm. 

LOCATION 

All  seminars  will  be  held  on  the  St.  George  Campus  of  the 
University  of  Toronto. 

MATERIALS 

Each  participant  in  each  seminar  will  receive  a bound  collection  of 
especially  prepared  notes  on  each  topic  covered  during  the  seminar 
and  a set  of  audio-cassette  tapes  covering  numerous  critical  issues. 
All  required  textbooks  will  also  be  provided. 

COSTS 

The  fee  for  each  seminar  is  $150.00  and  includes  all  course  materials, 
cassettes,  texts,  and  meals.  An  administrative  fee  of  $25.00  will  be  charged 
on  all  refunds.  No  refunds  will  be  made  after  March  30. 

FOR  WHOM 

These  seminars  are  designed  for  all  those  interested  in  obtaining 
intensive  exposure  to  any  of  these  three  critical  business  areas. 

Rather  than  taking  a course  over  an  extended  period  of  time,  each 
compact,  concise  seminar  will  cover  the  required  material,  utilizing 
uniquely  developed  resources  and  numerous  resource  specialists.  These 
seminars  are  open  to  all  and  have  no  academic  prerequisites  or 
admission  requirements. 

For  further  information,  telephone  928-2400. 
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CANADIAN  FINANCIAL  MANAGEMENT  SEMINAR 
MARCH  23,  30  AND  APRIL  6,  13,  20,  27 


OBjECTIVES 


CONTENT 


COURSE 

CREDIT 


THE 

PROGRAMME 


This  is  a special,  multi-dimensional  intensive  seminar  designed  to 
acquaint  the  student  with  critical  aspects  of  Canadian  Financial 
Accounting,  Management  Accounting,  Canadian  Business  Finance,  and 
Investment  Management,  with  special  attention  placed  on  the  applications 
of  theory  to  Canadian  business  practice. 


Preparation  and  analysis  of  financial  statements,  critical  management 
accounting  decisions,  Canadian  taxation  practice,  bankruptcy,  capital 
budgeting,  portfolio  analysis  and  investment  analysis,  and  corporate 
finance  are  some  of  the  major  topic  areas  covered  during  this  seminar. 
Emphasis  will  be  placed  on  case  studies  and  group  problem-solving 
with  evaluation  based  on  group  efforts. 


For  those  who  desire,  this  seminar  will  count  as  a full  course  credit 
in  the  following  programmes: 

1.  Fellows'  Programme  of  the  Institute  of  Canadian  Bankers 

2.  Certificate  in  Canadian  Studies  in  Business,  sponsored  by  the 
Canadian  Manufacturers  Association 

1.  Uses  and  Users  of  Financial  Information  — the  Communi- 

cations Process 

2.  The  Balance  Sheet 

3.  Intangible  Assets 

4.  The  Income  Statement  — Merchandising  Company 

5.  The  Income  Statement  — Manufacturing  Company 

6.  Accounting  Records  and  Systems 

7.  The  Source  and  Application  of  Funds  Statement 

8.  The  Limitations  of  Financial  Reporting 

9.  The  Acquisition  and  Disposal  of  Fixed  Assets 

10.  Depreciation,  Amortization,  Depletion 

11.  Capital  Cost  Allowance 

12.  Inventory  Valuation 

13.  Accounting  for  Inflation  and  Price  Level  Changes 

14.  Accounting  for  Taxation  — the  Tax  Act 

15.  Accounting  for  Bankruptcy 
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16.  Accounting  Control  Systems 

17.  Computerized  Accounting  Systems 

18.  Financial  Statement  Analyses;  in  Theory  and  Practice 

19.  Budgeting  and  Forecasting 

20.  Capital  Budgeting 

21.  Profit  Planning 

22.  Cost  Accounting 

23.  Capital  Expenditure  Decisions 

24.  Rate  of  Return  on  Investment  — R.O.I. 

25.  Sources  of  Financial  and  Investment  Information 

26.  The  Capital  Market 

27.  The  Cost  of  Capital 

28.  Leverage 

29.  Alternative  Financial  Strategies  — Going  Public 

30.  Portfolio  and  Investment  Management 

31.  The  Evaluation  of  Stocks 

32.  Capital  Market  Theory:  'The  Quantitative  Revolution'  — the 

Efficiency  Frontier,  Random  Walk  Theory,  Capital  Asset 
Pricing  Theory 

Mr.  L.  Gould,  Assistant  Professor  of  Finance, 

McMaster  University 

Mr.  H.  Teckert,  M.B.A.,  R.I.A., 

Teaching  Master, 

George  Brown  College 

Mr.  K.  Gregory,  M.B.A., 

Teaching  Master, 

George  Brown  College 

Mr.  L.  Ginsberg,  C.A., 

Comptroller, 

Maher  Shoes  Ltd. 

and  numerous  other  specialists  and  authorities. 
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CANADIAN  MARKETING  MANAGEMENT  SEMINAR 
MARCH  23,  30  AND  APRIL  6,  13,  20,  27 


OBIECTIVES 


CONTENT 


COURSE 

CREDIT 


THE 

PROGRAMME 


This  is  a special,  multi-dimensional  seminar  designed  to  acquaint  the 
student  with  the  major  aspects  of  Canadian  Marketing  Management, 
Promotional  Management,  Canadian  Consumer  Behaviour,  and 
Marketing  Research,  with  special  attention  placed  on  the  applications 
of  theory  to  Canadian  business  practice. 


This  seminar  deals  with  marketing  strategy  and  tactics,  the  marketing  mix, 
consumerism,  marketing  research  systems  and  instruments,  product 
development,  pricing,  distribution,  promotion,  media  selection, 
cultural  variables  in  Canadian  consumer  behaviour,  and  industrial  and 
service  marketing.  Emphasis  will  be  placed  on  case  studies  and  group 
problem-solving  with  evaluation  based  on  group  efforts. 


For  those  who  desire,  this  seminar  will  count  as  a full  course  credit 
in  the  following  programmes: 

1.  Fellows'  Programme  of  the  Institute  of  Canadian  Bankers 

2.  Certificate  in  Industrial  Marketing,  sponsored  by  the  Industrial 
Marketers  of  Toronto 

3.  Certificate  in  Canadian  Studies  in  Business,  sponsored  by  the 
Canadian  Manufacturers  Association 

1.  The  Marketing  Concept 

2.  Marketing  Strategy,  Tactics,  and  Planning 

3.  The  Environment  — Legal,  Political,  Economic,  Cultural 

4.  The  Marketing  Mix  — Product,  Price,  Place,  Promotion 

5.  Consumerism  and  Social  Responsibilities  of  Business 

6.  Marketing  Research  and  Information  Systems 

7.  Defining  Information  Needs 

8.  Forecasting  Market  Opportunities 

9.  Applying  the  Marketing  Information  Output  to  Decision-making 

10.  Developing  Research  Instruments 

11.  Pre-testing  and  Trial 

12.  New  Product  Development 

13.  Packaging  and  Branding 

14.  Consumer,  Convenience,  Shopping,  and  Specialty  Goods 

15.  Industrial  Goods 

16.  Product  Planning  and  Life  Cycles 
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17.  Price  and  Pricing  Objectives 

18.  Price  Policies 

19.  Price  Legislation 

20.  Distribution  Strategies 

21.  Retailing,  Wholesaling,  and  Channels  of  Distribution 

22.  Promotion 

23.  Personnel  Selling 

24.  The  Promotional  Mix 

25.  Advertising 

26.  Media  Selection 

27.  Consumer  Behaviour  and  Market  Segmentation 

28.  Demographics  and  Psychographics 

29.  Cultural  Variables — English-speaking  Canadians;  French-speaking 

Canadians,  Canadians;  Americans,  Italo-Canadians; 
English-Canadians 

30.  Service  Marketing:  Marketing  for  Financial  Institutions 

31.  Integrating  the  Marketing  Programme 

32.  Controlling  and  Evaluating  Marketing  Programmes 

Mr.  D.  Simon,  M.A., 

Co-ordinator  of  Marketing  Programmes, 

Ryerson  Polytechnical  Institute 

Mr.  L.  Berk,  M.B.A., 

Senior  Market  Research  Analyst, 

Ontario  Hydro 

Mr.  H.  R.  Brown,  M.B.A., 

Manager,  Branch  Development, 

Toronto  Dominion  Bank 

and  numerous  other  specialists  and  authorities. 
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COMMUNICATIONS  AND  INTERPERSONAL  RELATIONS  SEMINAR 
MARCH  23,  30  AND  APRIL  6,  13,  20,  27 


OBJECTIVES 


CONTENT 


COURSE 

CREDIT 


THE 

PROGRAMME 


This  is  a specially  designed  intensive  seminar  designed  to  increase  the 
registrant's  knowledge,  understanding,  and  skill  in  communicating 
effectively. 


Concepts  and  processes  of  face-to-face  communications,  and 
communications  in  small  and  large  groups  are  examined  in  depth. 

The  mechanics  and  problems  of  oral  and  written  communications  and 
the  relationship  between  communications  and  behaviour  will  also 
be  covered. 

Some  techniques  will  be  developed  to  help  overcome  barriers  to 
effective  communication  and  to  improve  communication  skills.  This 
will  include  transactional  analysis  and  sensitivity  training.  Emphasis  will 
be  placed  on  practising  these  skills  in  writing,  speaking,  and  listening. 
All  students  will  be  video-taped  and  audio-recorded  to  see  themselves 
as  others  see  them  and  hear  themselves  as  others  hear  them. 


For  those  who  desire,  this  seminar  will  count  as  a full  course  credit 
in  the  following  programmes: 

1.  Certificate  in  Personnel  and  Industrial  Relations,  sponsored  by  the 
Personnel  Association  of  Toronto  and  the  International  Personnel 
Management  Association 

2.  Certificate  in  Marketing,  sponsored  by  the  Industrial  Marketers 
of  Toronto 

3.  Certificate  in  Human  Resource  Development,  sponsored  by  the 
Ontario  Society  for  Training  and  Development 

4.  Certificate  in  Canadian  Studies  in  Business,  sponsored  by  the 
Canadian  Manufacturers  Association 

5.  Fellows'  Programmes  of  the  Institute  of  Canadian  Bankers 

1.  The  Meaning  and  Scope  of  Communications 

2.  The  Need  for  Communications  Training 

3.  Basic  Principles  of  Making  Presentations 

4.  The  Importance  of  Vocabulary  — Fanguage,  Semantics 

5.  The  Fog  Barrier  — Message  Design 

6.  Verbal  Face-to-face  Communications 

7.  Written  Communications  — Reports,  Fetters,  Procedures,  Information, 

Description,  Policies 
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8.  Non-verbal  Communication 

9.  The  Perception  Screen  Barrier 

10.  The  Listening  Barrier 

11.  Listening  Effectively 

12.  Understanding  the  Personal  Qualities  of  a Good 

Communicator  — the  Individual  and  Communications 

13.  Communications  within  the  Formal  Organization 

14.  Communications  within  the  Informal  Organization  — the  Rumour, 

the  Grapevine,  How  to  Handle  the  Rumour,  Communications 
Responsibilities 

15.  Communications  in  Small  Groups  — Interviewing 

16.  Communications  in  Large  Groups  — Conference  Leadership 

17.  Motivation  and  Communication 

18.  Communications  and  Learning 

19.  Communications  and  Leadership 

20.  Communications  and  Problem-solving 

A.  Collaco,  Manager, 

Personnel  and  Management  Resources, 

Ontario  Hydro 


SPRING  BUSINESS  COURSES 

COMMENCING  APRIL  1 


The  following  are  some  of  the  twice  weekly  courses  starting  this  spring.  These  are  all 
university  level  courses  available  to  any  interested  person  regardless  of  educational 
background. 


ACCOUNTING  AND  FINANCE 

Financial  Accounting 
Fundamentals  of  Accounting 
Investment  Management 

ADMINISTRATION  AND  ECONOMICS 

Business  Law 
Business  Management 
Economics 

MARKETING 

Marketing  Systems 


ORGANIZATIONAL  BEHAVIOUR  AND 
PERSONNEL  MANAGEMENT 

Communications  and  Inter- 
personal Relations 

Compensation  Management 
Interviewing  and  Counselling 
Labour  Relations 

Management  Principles  and 
Organizational  Behaviour 

The  Personnel  Function 

Personnel  Practices  and 
Concepts 


A Summer  Programme  Begins  in  Mid-June. 


For  more  information  on  these  and  other  courses: 

Division  of  University  Extension 
119  St.  George  Street 
Toronto,  Ontario 
MSS  1A9 
(416)  928-2400 
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